The present study focuses on "Made in Italy" food products and it investigates the barriers affecting the consumption of Italian products sold by speciality retailers on the German market. To reach this goal, we referred to existing literature which identifies the factors that limit the use of public quality of origin standards, related to socio-demographic factors, consumer ethnocentrism, and product knowledge. Data is collected by means of a survey questionnaire administered face-to-face to a sample of 203 consumers. Data is analysed by means of descriptive statistics, factor analysis, and regression models. Results indicate that ethnocentrism tendencies may prevent consumers to shop at speciality retailers and that building consumer knowledge about products may increase the purchase of authentic Italian food products, especially among the consumers that are less ethnocentric, helping to support the market position of "Made in Italy" products.
Introduction
Nowadays, markets offer more and more products coming from different countries because of the strong development of global trade. However, the valorisation of traditional food products on a global dimension encounters several difficulties in terms of legal protection of product specificities on the international market and product acceptance by foreign consumers with different cultural perceptions, values and needs [1] . For example, "Made in Italy" products are well known and valued around the world [2] .
Conceptual framework
Food consumer purchase intensions are based on different parameters. Many scholars have focused on different variables like, for example, attitudes, subjective norms, habits, concern, trust and other individual characteristics [14] [15] [16] [17] [18] [19] [20] [21] . More specifically, to understand the behaviour of consumers with regards to foreign products, many authors investigated its links with product knowledge, country of origin, and consumer ethnocentrism [22] . Chryssochoidis et al. [23] found that the product's country of origin stimulates different ethnocentric views and that consumer knowledge might have a role in affecting the evaluation of food product characteristics. Cilingir and Basfirinci [24] and Insch and Jackson [25] found that such variables affect consumer food choices. The focus of this work is to study the relevance of such variables on foreign-food purchasing-decisions ( Figure 1 ). We also investigate the association between purchasing behaviour and socio-demographic variables, such as age and gender [26] , education level [27] and income [28] as these have been shown to significantly affect consumer purchase of Italian food products. 
Consumer product knowledge
Product knowledge is defined as "the amount of accurate information held in memory as well as self-perceptions of product knowledge" [29] . Consumers take purchasing decisions based on, among other things, their own knowledge about the product. The more they know about the product, the better are the chances that the consumer will purchase the product [30] . Nowadays, the market offers a huge variety of different food products and consumers depend more and more on their knowledge in evaluating and purchasing them. Such knowledge is generally acquired when a consumer purchases and consumes the product. As highlighted by Brucks [22] , product knowledge is related to the consumer's food literacy and on his/her own memories. Lin and Zhen [31] found an association with customer awareness and understanding of the food product characteristics. Product knowledge is a multidirectional concept: Consumers derive different types of product knowledge from different types of product experiences [32] . It is also influenced by the frequency of purchase as it enhances the consumer usage experience [33] . Furthermore, different people have different levels of knowledge and this affects their information search [34] and their perception about product authenticity [35] . Product knowledge tend to lead to familiarity with the product [36] .
Product knowledge has been classified in objective and subjective knowledge [32, 37] . Objective knowledge is the knowledge that the individual actually holds, while the subjective one is what the consumer thinks he/she has.
Country of origin
Country of origin is an extrinsic attribute of food products, together with price, brand, packaging, and many others [38] . Consumers who have not had direct experiences with a product-and thus are unaware of its intrinsic characteristics-evaluate it through its extrinsic attributes. Literature highlights that country of origin is relevant to consumers that perceive it as a quality attribute [39] . This association influences the value perceived by consumers and the risks related to product purchase [40] . Country of origin is also strongly related to consumer trust [41] [42] [43] , that has been shown to be an important factor affecting consumer food purchasing intentions [44] . Country of origin indications are not only used as a signal for the cognitive system, but also relate to symbols and emotions that consumers associate with a country [49, 45, 46] . For this reason, the buying decision process is strongly influenced by the origin of the product. In addition, given the increasing importance of country of origin attributes for consumers and given the continuous effort of food firms in trying to differentiate their products, a positive country image becomes a key factor for the success on the international market. Previous studies show that the concept of "Made in Italy" has become more than a country of origin indication: It seems to have reached the characteristics of a brand with a defined identity and to be considered as a synonym of quality and reliability [47] [48] [49] [50] . Thus, selling products with the "Made in Italy" trademark means obtaining an important competitive advantage, thanks to the benefits that derive from such a strong image. However, "Made in Italy" has recently been suffering from a complex competitive environment with the emergence of "Italian sounding" products coming from abroad. Such products are not "Made in Italy" but try to benefit from the positive attitudes towards Italian food products. Forgery accounts globally for 60 billion euros and has increased in the last ten years; in the USA, only one product out of eight, among the ones sold as Italian, actually comes from Italy [51] .
The most forged product is cheese, in particular Parmigiano Reggiano, that is evoked in the names of foreign cheeses named "Parmesan", "Reggianito", and "Parmesello".
Consumer ethnocentrism
Current literature has shown that consumers tend to prefer domestic and local products, or products imported from countries with similar culture or traditions, underlining ethnocentric tendencies [52] . Ethnocentrism was defined in 1906 by William Graham Sumner as the general inclination of an individual to base its assessments of an external phenomena on the standards of the group he/she belongs to [53] . Afterwards, in 1987, Shimp and Sharma [54] adapted the concept to marketing. They defined consumer ethnocentrism (CET) as a personality trait, founded in generally stable values, that dictates what is considered to be right or moral in the context of foreign product purchase [53] . The background assumption is that food characterizes people, cultures and societies. For this reason, food can be considered as a cultural element. Despite the fact that human beings are omnivores, they do not eat the same food across different cultures. In fact, the preference for some foods and the refusal for others have a cultural origin [55] . Every culture has a foodstuff code that approves of some products and forbids others. This code is determined by geographical, environmental, economic, historical and nutritional elements that characterize the culture itself. Often particular foods are associated with specific cultures. The development of global trade leads to the introduction in the market of new products coming from countries that differ for cultural, political, or economic orientation. As a consequence, the buying decision process is becoming more and more complex and consumers have to choose between local or foreign products [56] . Consumers are often faced with the option of buying international and multinational brands or products from the local market. Approaching different cultures, the desire to stay anchored to one's own personal identity and eating habits could lead to nationalist purchase behaviours [57] . Ethnocentrism is a global attitude, but differences in the strength with which it affects consumer behaviour exist among countries [39, 58] . For this reason, ethnocentrism is considered as an important factor to foresee consumer attitudes and perceptions towards imported and foreign food products [39] . According to Shimp and Sharma [54] and Lindquist et al. [59] , the reasons for which it may be unsuitable to buy foreign products are related to four factors: Damage to the domestic economy, job loss, unpatriotic behaviour, and product availability. Previous studies highlight the usefulness of studying consumer choices looking at ethnocentrism [23, 60, 61] . In these studies, ethnocentrism was considered as one of the antecedents of the purchasing behaviour [62, 63] .
Research questions
Given all of the above considerations, our research focuses on purchases of food products of Italian origin in a large German city such as Munich. Figure 1 represents the framework of our analysis.
More precisely, the present analysis addresses the following research questions: RQ1. Which is the level of ethnocentrism tendencies and product knowledge related to Italian food products on the international market? Are there differences between customers of speciality stores and generalist food stores? RQ2. Which is the relation of ethnocentrism tendencies and product knowledge to socio-demographic characteristics? Are there differences in the association between variables for customers of speciality stores and generalist food stores? RQ3. Which is the effect of ethnocentrism tendencies, product knowledge and socio-demographic variables on the frequency of purchase of authentic Italian products on the international market? Do these relations differ for customers of speciality stores and generalist food stores?
Data and methods

Data collection
Data on the variables included in the conceptual framework were collected via a survey questionnaire developed to investigate consumer behaviour, consumer ethnocentrism, knowledge of Italian food products, and sociodemographic characteristics. The questionnaire was structured in closed-answered questions to make it easier for respondents to answer and for researchers to compare and analyse the results.
Data was collected face to face in Munich (Germany) during May 2017. We chose a German city because Germany is the biggest importer of Italian food productions and Italy represents the first suppliers of food products in German market (Istat, 2018) . Moreover, we chose Munich because of the presence of the Eataly store.
The choice of using a survey is related to the aim of reducing the interviewing time, given that consumers were food shopping. The risk of low-understanding or confusion about the questions, of skipping questions, or of satisfying were limited by the fact the survey was administered in person. However, this reduced the level of anonymity of the survey. The survey was developed in English and then translated and conducted in German.
Data was collected in the centre on Munich, focusing both on Eataly and non-Eataly customers. Eataly customers were interviewed in front of the shop, whereas non-Eataly customers were interviewed in front of other food shops. Relatively close to the store, i.e., at the REWE store, Penny store and at the Viktualien Markt. Data was collected during different time slots (8-12 am; 12-15 pm; 15-18 pm; 18-21 pm) by an experienced researcher who received specific training before data collection. Before starting the interviews, a screening question was applied to the potential respondents. The interviewer asked if the person was in charge of family food shopping. In case of a positive answer, the respondents were invited to take the questionnaire.
The questionnaire was administered to 203 subjects: 94 customers of Eataly Munich and 109 respondents who do not shop at the store. The general characteristics of the two sub-samples are reported in Table 1 . We considered people who lived in Munich or have a German citizenship; however, we took notice of the country of origin of their families since it could be an interesting variable for our study. The possibility to specify the country of origin allowed us to define better the macro areas EU and extra EU. Among the 16 observations from European Union, 8 respondents come from Austria, 2 from Greece, 2 from Romania, 1 respondent from Albania, 1 from Croatia, 1 from UK and 1 from France. Indeed, in Bavaria, the most present ethnic groups are from Turkey, ex Jugoslav countries, Austria, and Italy. Moreover, the 13 observations with family origin from countries outside of the EU were distributed in the following way: 3 from Switzerland, 2 from USA, 2 from Brazil, 1 from Singapore, 1 from Syria, 1 from Iran, 1 from Macedonia, and 1 from Bosnia. 36.9% of the total sample had visited Italy between 2 and 4 times in the last ten years, 31% of it visits Italy every year, 25.6% had done so only once, and 6.4% had never been to Italy.
Variable description
In order to understand the attitudes and purchasing habits of a set of German consumers, we collected data on four main types of variables: Consumer ethnocentrism, knowledge about Italian food products, frequency of purchase of authentic Italian products, and socio-demographic characteristics.
The level of ethnocentrism is measured through the Consumer Ethnocentric Tendencies (CET) scale, in the version developed and tested by Klein et al. [64] . The original version was developed in 1987 by Shimp and Sharma [54] that proposed a psychometric scale to measure the ethnocentric vision of a nation or a group with respect to foreign products or products coming from outside the group. The scale was subsequently shortened and translated in many languages to be used in different countries. It has indeed been adopted by researchers focusing on a wide variety of products and services. All items are scored using a seven-point scale (where "1" means "strongly disagree" and "7" means "strongly agree"). More details are provided in Table 2 .
Literature highlights that the level of ethnocentrism may be influenced by some antecedents [65] . Indeed, demographic variables have been shown to affect consumption behaviour directly and indirectly, that is via consumer personal values and other characteristics of their decision-making processes [66] . We focus on four demographic antecedents: Gender, age, education, and income.
The relation between ethnocentrism and gender is not clear in the literature. Some empirical studies showed that women tend to be more ethnocentric than men [67] ; while others find evidence supporting the opposite [68, 69] . Moreover, other authors did not find any significant gender differences [70, 71] .
For what concerns age, some authors found a positive association with age: With younger consumers showing lower levels of ethnocentric tendencies compared to older ones [72, 73] . However, other studies highlight an opposite association [68, 74] or no association between age and ethnocentrism [75] .
Considering education, most studies found a negative association with educational levels [67, 72, 73, 76] . Moreover, literature suggests that higher educated people tend to be less conservative and to show lower racial preconceptions [77] .
Focusing on income, previous studies do not agree on a single hypothesis about the link between these variables. Indeed, many authors highlight a negative relationship between income levels and consumer ethnocentrism [54, [74] [75] [76] , while others find a positive one [78] or no association [79] . The analysis also focuses on product knowledge. Indeed, consumer purchasing decisions are influenced by many variables, among others their knowledge about the product [80, 81] . The more consumers know about the product, the better are the chances that they will purchase the product [30] . According to some authors, consumer knowledge is positively correlated with product information [32, 82] and purchase intensions [30] . Thanks to globalization, products with different attributes and features are available on the market and consumers have more knowledge about them.
Knowledge about Italian food products is measured using both objective and subjective knowledge measures [22] . Literature indeed indicates that often consumers tend to overestimate their knowledge, believing to know more than what they actually know. Objective knowledge is the "current, accurate information stored by individuals in their long-term memory" [83] ; while subjective knowledge is based on self-assumptions about one's own knowledge of a topic [84, 85] . More specifically, objective knowledge was assessed by means of multiple-choice questions related to knowledge and familiarity with Italian food; while subjective knowledge was measured through a one to seven scale.
Variables concerning socio-demographic characteristics and food purchasing habits by respondents were also considered. More in detail, we collected data about gender, age, education, and income. Respondents were also asked about their purchases in Eataly Munich, allowing us to divide the sample in Eataly customers and non-customers. Finally, we investigated the purchase frequency of authentic Italian products with a direct question evaluated on a four-level scale.
Data analysis
Collected data was firstly analysed by means of descriptive statistics and factor analysis. More specifically, before analysing the variables that influence ethnocentrism and product knowledge (RQ2) and the role of the latter constructs on purchasing decisions (RQ3), we performed a factor analysis on all of the variables related to ethnocentrism and knowledge of Italian food products. Factor analysis is a useful tool to study complex concepts, such as ethnocentrism or product knowledge, that are collected via a set of questions that relate to a latent unobservable factor. Likelihood-ratio tests for the number of factors where performed to check if the number of factors was sufficient.
After having reduced the dimensionality of the data into factors, we investigated the distribution of the factors across different consumer characteristics and in particular focusing on consumers who shop or do not shop at Eataly.
We then applied an ordinary least square model to the data to analyse the multivariate associations among variables. More specifically, we used as dependent variables the factors related to ethnocentrism and knowledge of Italian products, and as independent variables the socio-demographic characteristics of respondents.
Furthermore, we performed four ordered logistic regressions, via cumulative link models, to evaluate the relation between the purchasing behaviour related to authentic Italian products and the other variables of our conceptual framework (Figure 1 ).
Results
Descriptive statistics
As a first analysis of the data, we report some descriptive statistic useful to provide insights on our first research question, i.e., on the level of consumer ethnocentrism tendencies and product knowledge. For what concerns ethnocentrism, Table 3 reports as a mean of comparison, even if the data are ordinal, the mean value and the standard deviation for each of the six items of the CET scale.
According to our study, the CET scale mean score in Munich is 2.08. The results underline low ethnocentric tendencies and a general disagreement with the sentences of the scale, especially among Eataly consumers (except for the first item). It is interesting to underline how the mean scores of the scale reveal a general trend of respondents to prefer local products. More precisely, the respondents disagree strongly with item 6 ("German consumers who purchase products made in other countries are responsible for putting their fellow Germans out of work") and item 4 ("Germans should not buy foreign products, because this hurts German business and causes unemployment"). On the other hand, item 1 ("only those products that are unavailable in Germany should be imported") reaches higher mean values. This result is reinforced by the general trend to prefer local products: 76% of German people consider very important the fact that food products come from their region [86] . In this direction, German consumers may prefer to import food that they do not produce, but do not avoid purchasing ethnic food or imported products. In particular, they do not seem to associate the unemployment in Germany with the import of food products. Table 4 reports the mean value and the standard deviation for each of the items aimed at measuring knowledge about Italian food products. Even if mean values for Eataly customers are always higher than for non-Eataly customers, as you might expect, values in the two subsamples do not vary much.
We also report the frequency of purchase of authentic Italian products as a background information to our third research question about the role of the above variables, together with socio-demographics, in influencing the purchase of authentic Italian products on the international market.
Results related to the frequency of purchase indicate that authentic Italian food is bought every week by 52.7% of the sample (more in detail, by 59.6% of Eataly customers and 46.8% of non-Eataly customers), once per month by 39.9% of the respondents (38.3% of Eataly customers and 41.3% of non-Eataly customers), and a few times during the year by 6.4% of the sample (2.1% of Eataly customers and 10.1% of non-Eataly customers). Only 2 respondents out of 203 do not purchase Italian products (1.0%) and these are non-Eataly customers. 
Factor analysis
To assess the relationship among the cultural variables included in our survey, we performed an explorative factor analysis. The choice of using a dimension-reduction tool is functional to responding to the second and third research questions, to see if we can treat the items of the same scale as being measures of one unique (or more) latent variable. Being able to group different items in a factor makes the interpretation of the (following) regression analysis more straightforward.
The factor analysis grouped the variables into two factors ( Table 5 ). The first factor groups together all the six variables included in the CET scale. The second factor instead groups all the variables related to knowledge. The output of the factor analysis does not seem to distinguish between the variables aimed at measuring objective and subjective knowledge as it groups them all in one unique factor, even if with quite diverse factor loadings. Factor loadings are reported in Table 4 . Likelihood-ratio tests for the number of factors support the existence of only two significant latent factors.
To evaluate if there are differences between Eataly and non-Eataly customers related to ethnocentrism (factor 1) and product knowledge (factor 2) (RQ1), we report the boxplots of the scores of the factor analysis. What emerges is that non-Eataly customers (X = 0) seem to be less homogenous in terms of ethnocentrism that Eataly customers (X = 1). In particular they show a heavy right tail, that highlights a group of very ethnocentric individuals among such consumers. For what concerns knowledge of Italian food products, the two distributions of scores for Eataly and non-Eataly customers do not show major differences. The boxplots unveil left-skewed distributions, suggesting the existence of a non-negligible group of subjects that have low levels of knowledge about Italian products in both types of consumers. T-tests confirm that mean values do not differ in a statistically significant way for factor 2 on product knowledge, but they do differ for factor 1 on ethnocentrism, meaning that non-Eataly customers have higher scores for factor 1, thus, they are statistically more ethnocentric than Eataly consumers. 
Regression analysis
Having reduced ethnocentrism and knowledge of Italian food products to two single factors, we are able to evaluate if there are significant associations between the levels of ethnocentrism and knowledge of Italian products and the socio-demographic characteristics of the respondents [65] i.e., to provide insights on the second research question. We perform two models for each variable, fitting responses from Eataly and non-Eataly customers to evaluate if there are differences in the association among variables in these two sub-samples. Tables 6 and 7 summarize the output of two linear regression models where the dependent variable is the ethnocentrism factor performed on non-Eataly customers ( Table 6 ) and Eataly customers ( Table 7) . What emerges is that, among non-Eataly customers, higher levels of ethnocentrism seem to be associated, ceteris paribus, with females and with people with lower levels of education. Income was not included in such models due to high levels of correlation with education levels and the lower response rate that would affect sample size. The corresponding models with income instead of education were also analysed, but these show lower levels of significance.
Results reported in Table 7 suggest that there is no evidence to infer the existence of an association between socio-demographic variables and the level of ethnocentrism among Eataly customers.
A similar analysis was performed also for what concerns the knowledge for Italian products. Results are reported in Tables 8 and 9 . The levels of knowledge of Italian food products among non-Eataly customers seem to be related to gender, with males having lower levels of knowledge, and age, with older consumers being more knowledgeable about Italian products. Instead, knowledge for Italian food products among Eataly customers does not seem to be associated with different socio-demographic characteristics.
Given the above results, we also tested the relation of the two factors regarding the two cultural variables in our framework with the purchase at the Eataly store in Munich. We performed a logistic regression with two regressors (the two factors) considering as dependent variable a dummy variable where 0 indicates a non-Eataly customer and 1 a person who shops at Eataly. Results confirm a negative and significant association between purchasing at Eataly and the ethnocentrism factor (p-value = 0.038) and no evidence for an association with the knowledge of Italian food products. Notes: Signif. codes: 0 '***' 0.001 '**' 0.01 '*' 0.05 '.' 0.1 ' ' 1. Notes: Signif. codes: 0 '***' 0.001 '**' 0.01 '*' 0.05 '.' 0.1 ' ' 1.
After having analysed the role of socio-demographic characteristics on the cultural variables included in our conceptual framework, we have investigated their role on the frequency of purchase of Italian food products, to try to answer to our third research question. Hence, we run a set of ordinal regression models where the dependent variable is the purchase frequency of authentic Italian food products. As before, we run two separate models for the two subsets of consumers: Eataly and non-Eataly customers, to verify if there are changes in the associations with the independent variables (RQ3). Given the relatively weak relations between socio-demographics and the cultural variables factors discussed above, especially in the case of Eataly customers, and the fact that previous literature highlights both direct and indirect effects of socio-demographic variables on consumption behaviour, we run two models for each subset of the sample: One with only the two factors related to the cultural variables and one with also socio-demographic variables. Significant variables are identified in in Tables 10 and 11 . Notes: Signif. codes: 0 '***' 0.001 '**' 0.01 '*' 0.05 '.' 0.1 ' ' 1. Notes: Signif. codes: 0 '***' 0.001 '**' 0.01 '*' 0.05 '.' 0.1 ' ' 1.
Results indicate that the frequency of purchase of authentic Italian products among Eataly customers is not associated so much to ethnocentrism-that in this subsample is lower than among non-Eataly customers-but to personal knowledge about Italian food products. This suggests that the more you know about traditional products the more you are prone to purchase them. This has marketing implications both at the store and country level if "Made in Italy" products are to be promoted. If we look at Model 2 for this subset of consumers-whose cultural factors were not explained by socio-demographic variables-we find that, ceteris paribus, older people seem to have higher frequency of purchase of such products and people with lower levels of education purchase authentic Italian products less frequently. For non-Eataly customers we find that socio-demographic characteristics, ethnocentrism and product knowledge do not seem to affect the purchase of Italian food. This could instead depend on other factors not included in our analysis.
Discussion
Results from the descriptive analysis, aimed at answering to RQ1, indicate higher levels of ethnocentrism among consumers who do not shop at Eataly compared to Eataly customers; while no significant differences seem to emerge for what concerns the knowledge of Italian food products. Such results highlight an interesting contrast that suggests that the choice of purchasing at Eataly seems to be conscious and in line with personal inclinations. Indeed, it does not seem to depend on knowledge of Italian products, instead it is more related (negatively) to the level of ethnocentrism, i.e., the willingness to protect German products and economy.
For what concerns RQ2, among non-Eataly customers, it appears that men are less ethnocentric with respect to women, confirming the main empirical studies [67, 75] . This could indicate that women tend to be more conservative for what concerns food choices. Considering the educational level, results indicate that people with lower educational level (Hauptschule, Realschule and Abitur) are more ethnocentric than the ones with a university degree. Previous studies agree with our finding, showing a negative relation between the two variables. Indeed, more educated people tend to have fewer ethnic preconceptions and to be less conservative [87] . Among Eataly customers, where ethnocentrism levels were lower, we dot find evidence of a significant role of socio-demographics on the level of ethnocentrism. Moving to product knowledge, among non-Eataly customers, females and, ceteris paribus, older people seem to be more knowledgeable on Italian food products. Again, no significant relation is highlighted among Eataly customers.
Finally, for what concerns our third research question (RQ3), we find that the regular purchase of authentic Italian food does not characterise only Eataly customers. Indeed, 52.7% of the sample purchase Italian food every week, 39.9% every month, with percentages that do not differ substantially between the two subsamples. What seems to emerge from our analyses is that the level of ethnocentrism tendencies influences the choice of shopping at Eataly or not, but not so much the level of purchase of Italian food products. Indeed, the frequency of purchase of Italian food products, among Eataly customers, is instead related to product knowledge, age and education.
Conclusions, limitations and future research
The paper aimed at investigating the role of cultural variables such as ethnocentrism and product knowledge on the choice of international food products, focusing on "Made in Italy" food products in Germany.
To do so, data on ethnocentrism tendencies, knowledge about Italian food products, and food shopping behaviour were collected among consumers living in Munich (Germany). The choice of Munich was related to the presence of an Eataly store, that is the largest Italian food hall in the world and whose focus is selling traditional Italian food products. The results of our analysis highlight that ethnocentrism tendencies and lack of product knowledge can constitute potential barriers to the success of Italian food products in foreign markets.
This provides some interesting implications for firms marketing Italian food products and also for policy makers interested in building the "Made in Italy" brand. What emerges is that while increasing the customer base of Eataly or retailers selling only Italian food products might be long and quite cumbersome, given the difficulty and the time involved in changing personal cultural values, there is still space for Italian food firms to sell their products via more generalist retailers. Speciality retailers should try to differentiate their communication strategies, not focusing only on the fact that products are authentic Italian but trying to attract new customers by increasing awareness about the taste, quality and other features that their products-being authentic traditional Italian products-have.
Moreover, all stakeholders interested in increasing sales or promoting authentic Italian food products should target product knowledge. Building knowledge about Italian products and culinary traditions could increase the frequency of purchase by the less ethnocentric foreign consumers. This could, for example, be done by communications campaigns in the city, through local newspapers, cooking magazines or local events and festivals. Product knowledge should be built also in the store itself among customers for example using billboards (a tool that already differentiates Eataly stores from those of other retailers), providing recipes and organising seminars and classes. Indeed, the current educational engagement of Eataly on traditional production processes and producers can help customers understand that even if prices are not low, the quality of the products makes the difference. This type of communication could be also extended out of the store. Increasing product knowledge and making people more conscious about the quality differences between authentic and non-authentic products could also gradually reduce the market erosion for authentic Italian food products by imitation ones, supporting the "Made in Italy" brand.
However, results suffer from a set of limitations that need to be considered. First of all, the variables are measured on the basis of stated preference data. This has well-known problems related to the risk of over-statement of socially desirable practices or values. Moreover, the analysis is based on a sample limited in size and in geographical scope and this limits the reliability of the findings. Moreover, the results of our regressive models show low levels of R-squared indicating low levels of association (in some cases significant and in other not) among some of the variables of our conceptual framework and, possibly, suggesting the presence of other additional variables in explaining the purchasing behaviour. Future work should also consider a wider range of behaviour determinants and try to confirm results with a larger sample. However, this is one of the few studies looking at the role of ethnocentrism and product knowledge on the preferences for food products sold by retailers with a strong national identity on the international market. Future work should focus on collecting data also in other countries so that results may be more extendable. Further work could be done also developing ad hoc ethnocentrism scales, given that this variable might depend on the product and on the context. Moreover, future research could also explore more deeply the motivations affecting the choice of the retailer channel and analyse the possible relations with ethnocentrism and product knowledge. Finally, from a prospective point of view, researchers should also investigate the relations among the different latent constructs that affect consumer choices by using more integrated regression models, e.g., structural equation models.
